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ABSTRACT
In recent years, private-label brands have become a well-established part of the global retail
environment, often possessing significant market share. This study examines: (1) the proportion
or percent (purchase share) of consumers’ monthly purchases for (a) private-label brands of
grocery and household products in general and (b) the Great Value (Walmart, U.S.) and Migros
(Turkey) private-label brands in particular; (2) the potential effects of gender, income, age, and
household size on consumers’ monthly purchase shares of private-label brands; (3) if the effects
of these demographic factors have similar associations in the U.S. and Turkey; (4) if consumer
awareness, perceived quality, and degree of loyalty for retailer and specific private-label brand
differ by consumer purchase behavior (share) of private-label brands, and (5) if these
relationships follow similar patterns in the U.S. and Turkey.
To address the research questions, after conducting a series of pretests in both countries, an
online survey was conducted among Migros and Great Value shoppers in the two respective
countries, producing 203 usable surveys in Turkey and 369 usable surveys in the United States.
The overall results by the distributions of purchase shares for both the Walmart and Migros
brands indicate that private-label brands are becoming an important share of grocery and
household goods purchases, and both the Migros and Great Value brands in their respective
markets have similar levels of acceptance. However, the purchase shares of private labels in
general are significantly different in the two countries, where private-label brands in general
have higher levels of market penetration and acceptance in the United States than in Turkey.
Concerning the impact of consumer demographics in Turkey and the United States, the study
found mixed results. For example, gender and family size did not have any statistically
significant effect on consumer purchase behavior for either brand. Age significantly differed in
purchase preferences for the Migros private-label brand, but not for the Great Value brand. Also,
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income significantly differed in purchase preferences for the Great Value brand, but not for the
Migros brand. Finally, the results of the study show that consumer perceptions of brand
awareness, quality, and degree of loyalty for the Migros and Great Value brands are impacted
significantly by purchase behavior, as measured by share of overall grocery and household good
purchases.
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